Types And Meaning Of Figurative Language In Slogans Of Cosmetics Products In Online Shop Companies by LATIFAH, ASHA AULIA NUR & , Dr. Maryadi, M.A
i 
 
TYPES AND MEANING OF FIGURATIVE LANGUAGE 
 IN SLOGANS OF COSMETICS PRODUCTS  





Submitted as a Partial Fulfillment of the Requirements  
for Obtaining the Bachelor Degree of Education  
in English Department 
 
By: 
ASHA AULIA NUR LATIFAH 
A320150103 
 
DEPARTEMENT OF ENGLISH EDUCATION  
SCHOOL OF TEACHER TRAINING AND EDUCATION 




















































This research is dedicated to: 
1. My beloved parents, Mr. Ir. Edi Subiyanto and Mrs. Siti Sundari S.E. 
2. All my family. 























Assalamualaikum warrahmatullahi wabarakatuh 
In the name of Allah SWT, the Lord of the worlds with all his grace and guidance 
that has given us abundant health, safety and knowledge. And don’t forget to say thanks 
to our lord the great prophet Muhammad SAW, who has brought us from the era of 
ignorance to an independent era like this. In this case she was grateful to have completed 
the last task to achieve a bachelor's degree. In a study entitled Types and Meaning of 
Figurative Language in Slogans of Cosmetics Products in Online Shop Companies. In 
this research, the author would like to say thank you to those who have collaborated and 
assisted in completing this final task, which are none other than: 
1. Prof. Dr. Sutama, M.Pd., Dean of the Teacher Training School and 
Education Muhammadiyah University Surakarta. 
2. Dr. Titis Setyabudi, S.S., MA, Head of the Department of English Education from 
Muhammadiyah Surakarta University. 
3. Susiati, S.Pd., M.Ed, Secretary of the Department of English Education from 
Muhammadiyah Surakarta University. 
4. Dr. Maryadi M.A. Advisor or consultant who has guided and provided the best 
advice to complete this final project. 
5. Prof. Dr. Endang Fauziati, M.Hum who has connected by research paper. 
6. Dr. Dwi Haryanti, M.Hum as a final research examiner. 
7. Her best friends thank you for being the best friend during his time at university, all 
her unforgettable impressions. 
8. All friends who study at the Muhammadiyah University of Surakarta, who have 
helped in learning if she encounters difficulties. 
9. Someone special, who has supported, and helped the researcher, in any case to 
achieve success in writing this final project.  
viii 
 
Finally, this final project is still far from perfect, so the writer asks the reader to 
provide constructive criticism and suggestions to be the best research. 
Waalaikumsalam warrahmatullahi wabarrakatuh. 
        Surakarta, 12 July 2021 
         Researcher 
 
 
            Asha Aulia Nur Latifah 


















TABLE OF CONTENTS 
COVER  .................................................................................................................. i  
TESTIMONY  ....................................................................................................... ii  
APROVAL  ........................................................................................................... iii  
ACCEPTENCE  ................................................................................................... iv  
MOTTO  ................................................................................................................. v  
DEDICATION  ..................................................................................................... vi  
ACKNOWLEDGEMENT  ................................................................................. vii  
TABLE OF CONTENTS  .................................................................................... ix  
ABSTRAK  ........................................................................................................... xi  
ABSTRACK  ....................................................................................................... xii  
CHAPTER I INTRODUCTION  .......................................................................... 1  
A. Background of the Study  ............................................................... 1  
B. Problems of the Study  ................................................................... 6  
C. Objectives of the Study  ................................................................. 6  
D. Benefits of the Study  ..................................................................... 6  
CHAPTER II LITERATURE REVIEW  ............................................................ 9  
A. Previous Study  .............................................................................. 9  
B. Underlying Theory  ...................................................................... 12  
C. Theoretical Framework  ............................................................... 43  
CHAPTER III RESEARCH METHOD  ........................................................... 46  
A. Type and Design of Research  ................................................... 46  
B. Object of f the Research  ........................................................... 48  
C. Data and Data Source ................................................................ 48  
D. Technique of Data Collection  ................................................... 49 
E. Technique of Data Analysis ....................................................... 50 
CHAPTER IV DATA ANALYSIS, FINDING, AND DISCUSSION  ............. 52  
A. Data Analysis  ............................................................................ 52  
x 
 
B. Research Finding ..................................................................... 137  
C. Discussion  ............................................................................... 139  
CHAPTER V CONCLUSION, IMPLICATION, AND SUGGESTION  ..... 146  
A. Conclusion  .............................................................................. 146  
B. Implication  .............................................................................. 148  
C. Suggestion  ............................................................................... 150  
BIBLIOGRAPHY .............................................................................................. 152 




































Asha Aulia Nur Latifah A320150103. Tipe dan Makna Bahasa Figuratif pada 
Slogan Produk Kosmetik di Perusahaan Toko Online. Skripsi. Universitas 
Muhammadiyah Surakarta 2020.  
 
Tujuan dari penelitian ini adalah (1) untuk mengidentifikasi jenis bahasa kiasan yang 
digunakan dalam produk kosmetik yang diiklankan di perusahaan toko online dilihat 
dari bahasa kiasan dan (2) untuk menggambarkan jenis makna slogan yang digunakan 
dalam produk kosmetik yang diiklankan di perusahaan toko online. Dalam 
melakukan penelitian ini, peneliti menerapkan metode deskriptif kualitatif. Dalam 
penelitian ini, peneliti menggunakan dokumen sebagai sumber data, karena 
merupakan bahan tertulis. Dengan demikian, data penelitian ini adalah kalimat-
kalimat slogan dalam produk kosmetik yang diiklankan di perusahaan toko online. 
Penelitian ini menggunakan dokumentasi dan observasi sebagai metode pengumpulan 
data. Di sini, peneliti mengumpulkan data dari iklan di perusahaan toko online. 
Kemudian, dalam menganalisis data, peneliti menerapkan analisis konten. 
Berdasarkan temuan, jenis bahasa kiasan atau figurative yang ditemukan dalam 
produk kosmetik yang diiklankan di toko online adalah metafora yang muncul dalam 
16 data (40%). Kemudian diikuti oleh hiperbola yang muncul di 11 data (27,5%). 
Kemudian, aliterasi yang muncul dalam 10 data (25%) dan personifikasi yang muncul 
dalam 3 data (7,5%). Berdasarkan hasil tersebut, dapat disimpulkan bahwa jenis 
bahasa figurative yang paling dominan adalah metafora dalam 16 data (40%), 
sedangkan jenis bahasa kiasan yang paling sedikit digunakan dalam produk kosmetik 
yang diiklankan di toko online adalah personifikasi yang hanya muncul dalam 3 data 
(7,5%). Mengacu pada masalah kedua penelitian, makna bahasa kiasan yang paling 
dominan ditemukan dalam produk kosmetik yang diiklankan di toko online adalah 
makna konotatif yang muncul dalam 32 data (80%). Kemudian diikuti oleh makna 
afektif yang muncul dalam 6 data (15%). Makna yang jarang muncul dalam bahasa 
kiasan dari produk kosmetik yang diiklankan di toko online adalah makna asertif 
yang hanya muncul dalam 2 data (5%). 
 















Asha Aulia Nur Latifah A320150103. Types and Meaning of Figurative Language 
in Slogans of Cosmetics Products in Online Shop Companies. Research Paper. 
Muhammadiyah University of Surakarta 2020.   
 
This research was intended (1) to identify the types of figurative language used in the 
cosmetics products advertised in the online shop companies seen from the figurative 
language and (2) to describe types of the meanings of the slogans used in the 
cosmetics products advertised in the online shop companies. In conducting this 
research, the researcher applied descriptive qualitative method. In this research, the 
researcher used document as the sources of data, because it is written material. 
Thereby, the data of this research are sentences of slogans in the cosmetics products 
advertised in the online shop companies. This research applied documentation and 
observation as the method of data collection. Here, the researcher collected the data 
from the advertisement in the online shop companies. Then, in analyzing the data, the 
researcher applies content analysis. Based on the findings, the figurative language 
found in the cosmetics products advertised in the online shop is metaphor which 
appear in 16 data (40%). Then followed by hyperbole which appear in 11 data 
(27,5%). Then, alliteration which appear in 10 data (25%) and personification which 
appear in 3 data (7,5%). Based on the findings, it can be concluded that metaphor is 
the most dominant figurative language which appear in 16 data (40%), meanwhile, 
the least type of figurative language used in the cosmetics products advertised in the 
online shop is personification which only appear in 3 data (7,5%). Referring to the 
second problems of the research, the most dominant meaning of figurative language 
found in the cosmetics products advertised in the online shop is connotative meaning 
which appear in 32 data (80%). Then followed by affective meaning which appear in 
6 data (15%). The least meaning that appear in the figurative language of the 
cosmetics products advertised in the online shop is assertive meaning which appear 
only in 2 data (5%). 
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